Abstract. Since China's accession to the WTO in 2001, as well as hosting of the Olympic Games and the "The Belt and Road" summit forum, international exchanges and economic and trade contact have become increasingly frequent. As an international language, English status is self-evident. As compared with the traditional mode of English teaching based on examination-oriented education, high-end English training has rapidly become popular. This study explores the impact of service quality on customer satisfaction and loyalty from different perspectives. Based on the analyses, some suggests are put forward for high-end English training to enhance customer satisfaction and loyalty, such as optimization of teaching materials and innovative teaching mode, strengthening supervision of employment of foreign teachers, full "companionship" teaching, humanized management and service.
Introduction
With the improvement of people's living standards, it is increasing that the proportion of education expenditure in the total household expenditure. The truism of the importance of service quality in the training industry, especially in the high-end English training industry. Through the literature reviews, there are not many materials on the high-end English training industry related research and books. Therefore, this study starts from the high-end English training industry and explores the compositional dimensions of its service quality, as well as the impact of various dimensions of service quality on customer satisfaction and loyalty.
Literature Review
Since the 1980s, scholars at home and abroad have done a lot of research on the concept of service quality. Parasuraman, Zeithaml, and Berry (PZB) (1988) [1] summarize the five dimensions of customer service quality reviews as tangibility, reliability, responsiveness, guarantee, and caring. And for the first time proposed SERVQUAL scale, the method is a set of five elements of a total of 22 questions questionnaire. After 1990, service management started to attract the growing interest of Chinese scholars. Ming Xu (2001) [2] measured the quality of service using a SERVQUAL scale for a theater and an educational institution. The relationship between service quality and customer satisfaction is very close, the relationship between satisfaction and attitude is the relationship between satisfaction and service quality. Fornell (2000) [3] argues that the current mass customer experience shows that quality of service is an important factor in determining customer satisfaction. Fuxiang Wei (2001) [4] thinks there is a strong positive correlation between customer service quality and satisfaction, and only when consumers think that the quality of service provided by the enterprise is higher than expected can produce satisfactory service quality of psychological perception. Therefore, the quality of service has a decisive effect on the degree of customer satisfaction, and the perceived quality of consumers has a significant impact on customer satisfaction. Tiejun Jin (2017) [5] studied the customer relationship of the Nanjing Youth Sports Training Institution. According to the theory of customer relationship, it is the precondition to improve the comprehensive service quality of youth sports training institutions, and then to increase customer satisfaction and loyalty, which is the key to training management.
Concerning the research on the relationship between service quality and customer loyalty, domestic and foreign schoolars also conducted a large amount of empirical research. Keaveney (1995) [6] finds that the results of services provided by enterprises are the important reasons for determining whether customers are transferred to other enterprises. If the business can provide good service to improve customer satisfaction to establish customer relationships, customers are willing to continue to deal with them. Xingqi Hou (2006) [7] bases on the study of hotel service industry and argues that five dimensions of service quality have significant impact on customer loyalty. Yan Li (2014) [8] argues that the quality of service that can affect personal online banking can be divided into six areas, and customer satisfaction as an intermediate variable, resulting in six aspects of service quality responsiveness, functionality and credibility for Customer satisfaction and customer loyalty have a significant positive impact, innovation and ease of use for customer satisfaction there is a significant positive impact.
Research Model and Hypothesis

Research Model
This study reviews the previous scholars' research on service quality, customer satisfaction and customer loyalty, and builds a service quality evaluation model of customer satisfaction and loyalty in Hign-end English training industry, as shown in Fig. 1 . This study will verify the impact of the five dimensions of service quality on customer satisfaction and loyalty and the impact of customer satisfaction on loyalty. The innovation of this model lies in the fact that most scholars in the literature measure the relationship with customer loyalty by influencing the customer loyalty through intermediate variables such as perceived value of customers, customer satisfaction or customer trust, Scholars consider customer loyalty as a single variable and can not accurately measure how the internal five dimensions of service quality affect customer loyalty respectively.
Hypothesis
This study assumes the relationship between structural variables as a basis for subsequent empirical studies, the relationship between structural variables are assumed as shown in Table 1 . 
Empirical Analysis
Sample Description
The survey sent a total of 300 copies of 256 questionnaires, excluding invalid questionnaires obtained 218 valid questionnaires, the effective recovery rate of 85.16%. The main object of this survey is students from Xiamen high-end English training institutions, supplemented by parents of some students, mainly using questionnaire links and on-the-spot filling of paper questionnaires, including 158 valid electronic questionnaires and 60 valid paper questionnaires . The following describes the main sample: In terms of gender, the number of male samples is 104, accounting for 47.71% of the total samples, and the number of female samples is 114, accounting for 52.29% of the total samples. There is not much difference in the number of people. In terms of age, the highest number of people aged 18-25 is 147, accounting for 67.43% of the total sample, mostly young people. From the perspective of education, there are 164 undergraduate degrees, accounting for 75.22% of the total sample, we can see that the main adjusted population have higher education. H1：Quality of service has a direct positive impact on customer satisfaction
H1a：The tangibility quality of service has a positive impact on customer satisfaction
H1b：The reliability quality of service has a positive impact on customer satisfaction
H1c：The responsiveness quality of service has a positive impact on customer satisfaction
H1d：The guarantee quality of service has a positive impact on customer satisfaction
H1e：The caring quality of service has a positive impact on customer satisfaction
Hypothesis No.2 H2：Quality of service has a direct positive impact on customer loyalty
H1a：The tangibility quality of service has a positive impact on customer loyalty
H1b：The reliability quality of service has a positive impact on customer loyalty
H1c：The responsiveness quality of service has a positive impact on customer loyalty
H1d：The guarantee quality of service has a positive impact on customer loyalty
H1e：The caring quality of service has a positive impact on customer loyalty Hypothesis No.3 H3： Customer satisfaction has a direct positive impact on customer loyalty
Reliability Analysis
As shown in Table 2 , the overall Cronbach's Coefficient of this questionnaire is 0.988, both of which are greater than 0.8, indicating that the reliability is very good. 
Validity Analysis
As shown in Table 3 , the total questionnaire KMO = 0.946> 0.50, Bartlett's square test card is 9935.420, the degree of freedom is 406, p <0.001 is very significant, indicating that the validity is very good and suitable for factor analysis. 
Factor Analysis
The main component analysis of the service quality scale, and extract the total five factors of eigenvalues greater than 1, respectively, the tangibility, reliability, responsiveness, guarantee and caring. The cumulative variance of the scale reached 91.882%, indicating that all five factors can reflect all the information more completely. It is appropriate to extract these five factors.
Correlation Analysis
It can be seen from Table 4 that there is a significant (p <0.01) positive correlation between tangibility, reliability, responsiveness, guarantee and caring and customer satisfaction. There is a significant (p <0.01) positive correlation. There was a significant (p <0.01) positive correlation between customer satisfaction and customer loyalty. 
Regression Analysis
This scale has a good reliability and validity, high-end English training industry service quality of customer satisfaction and loyalty factors affecting the relationship between the model into a statistical model, as follows.
Model 1: The explanatory variables are customer satisfaction, explanatory variables are tangibility, reliability, responsiveness, guarantee and caring. As shown in Table 5 and Table 6 . The adjusted R 2 value is 0.853, which indicates that the fitting regression equation is better, the significance of the is greater than 0.05, and the test of significance is not passed. Therefore, the regression model as follows.
Customer Satisfaction = 6.073 + 0.336 Tangibility +0.210 Reliability +0.094 Responsiveness +0.055 Guarantee +0.236 Caring.
(1) From the coefficient size can be seen the largest coefficient is tangibility, so the tangibility is the greatest impact on customer satisfaction, followed by caring, reliability and responsiveness, the least impact on guarantee. Model 2: Explanatory variables for customer loyalty, explanatory variables for tangibility, reliability, responsiveness, guarantee and caring. As shown in Table 7 and Table 8 . The adjusted R 2 value was 0.878, indicating that the fitting regression equation was good, the significance of reactivity and assurance was greater than 0.05, and did not pass the significance test. Therefore, the regression model as follows.
Customer Loyalty = 3.326 + 0.180 Tangibility +0.254 Reliability +0.031 Responsiveness +0.024 Gguarantee +0.727 Caring.
(2) From the coefficient size can be seen that the large coefficient is caring, so caring for customer loyalty is the greatest impact, followed by the tangibility, reliability and responsiveness, the least impact on guarantee.
Model 3: Explanatory variables for customer loyalty, explanatory variables for customer satisfaction. As shown in Table 9 and Table 10 . Adjusting the R 2 value to 0.860 means that the fitting regression equation is good. Therefore regression model as follows.
Customer Loyalty = 7.646 + 0.928 Customer Satisfaction.
Hypothesis Testing
From the above analysis, it can be concluded that the relationship between "guarantee" and "customer satisfaction", "responsiveness" and "customer loyalty", and "guarantee" and "customer loyalty" Correlation test, the remaining structural variables have been validated the relationship between the specific results shown in Table 11 . "Tangibility" has a positive impact on "customer satisfaction." Support H1b
"Reliability" has a positive impact on "customer satisfaction." Support H1c
"Responsiveness" has a positive impact on "customer satisfaction." Support H1d
"Guarantee" has a positive impact on "customer satisfaction." Not support H1e
"Caring" has a positive impact on "customer satisfaction." Support H2a
"Tangibility" has a positive impact on "customer loyalty." Support H2b
"Reliability" has a positive impact on "customer loyalty." Support H2c
"Responsiveness" has a positive impact on "customer loyalty." Not support H2d
"Guarantee" has a positive impact on "customer loyalty." Not support H2e
"Caring" has a positive impact on "customer loyalty." Support H3 "Customer Satisfaction" has a positive impact on "Customer loyalty" Support
Suggestions for Improving Customer Satisfaction and Loyalty
Optimization of Teaching Materials and Innovative Teaching Mode
In addition to the introduction of foreign language original textbooks, it is important for independently research and invention materials, to discard the traditional books and introduce human-computer interaction learning software. Focus on experiential and scene teaching, out of a different way of the examination-oriented education and traditional adult-children integrated education.
Strengthening Supervision of Employment of Foreign Teachers
"Foreign teachers" have become the first source of competition and the basis for the recognition of students and parents, but foreign markets are quite a mixed bag. Due to the low of English training industry entry threshold and high asking prices for foreign teachers as well as strong market demand and huge commercial interest, the foreign language training market is full of worse quality teachers. Therefore, institutions should form a formalization of foreign teachers, management and training system as well as must have certificate of employment.
Full "Companionship" Teaching
Before starting a formal study, a professional learning consultant should fully introduce the process of English learning. Not only that, it should always be accompanied throughout the learning process. For example, students should be tested for language proficiency before class to understand their current English level. Identify student's learning requirements and purpose, and help students to develop personalized curriculum study plan. According to students' learning, work and living needs flexible adjustment of learning progress, to ensure that learning can be timely guidance and help to overcome any problems encountered in learning difficulties, with a view to eventually be able to obtain excellent learning outcomes and English communication skills.
Humanized Management and Service
Humanized and affectionate management will give employees a sense of belonging, and also to facilitate the institutionalization of personnel management and strengthen the recognition of corporate culture. Not only that, it also applies to services. Institutional services should fully embody humanistic care and allow students to feel considerate and relaxed in institutional learning. For instance, they can provide birthday greetings and small gifts, and provide rain gear for borrow service in the rainy day.
Conclusion
According to the purpose of the research and the result of the research and analysis, the research conclusions of the research are summarized as follows. Firstly, all the dimensions of service quality have a significant positive impact on customer satisfaction except the guarantee. Second, all dimensions of service quality, except for reactivity and assurance, have a significant positive impact on customer loyalty. Third, customer satisfaction has a significant positive impact on customer loyalty.
